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What is your vision of a good user 
(citizen) experience? 
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Why I Say That… 

  M.A. in tech communication 

  13 years experience on client and 
consultancy sides 

  Fortune 500s, CDC, startups 

  Author of Clout 
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Today, You’ll Learn… 

  Why Informing Is Not Enough Anymore 

  What Influencing Is (and Is Not) 

  4 Principles of Influence for Content 
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WHY IS INFORMING NOT ENOUGH?   
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Americans no longer use the web to find a 
document, then leave. 

For the first year ever [2010], the average 
time U.S. consumers report spending online 
is the same that they report spending 
watching offline TV. ”  

Forrester Research  

“ 
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How are Americans using the web now? 

• Shopping 

• Researching and tracking health 

• Managing finances and taxes 

• Researching candidates 

• Much, much, much more 
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Americans are overwhelmed.  
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Users no longer need 
websites to be filing cabinets. 
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They need websites to be 
trusted advisors. 
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[That website] is a real experience that’s laid out to 
achieve a goal, all of it working together. 

 You can’t say that about this website – it’s like a big 
filing cabinet with weird labels on the drawers. “ 

Website Stakeholder 

“ 
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WHAT IS INFLUENCE? 
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Influence IS… Influence IS NOT… 

• Nudging 

• Guidance 

• Ethical 

•  Forcing 

•  Propaganda 

•  Manipulative 
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Where Can We Learn About Influence? 

Psychology 
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Where Can We Learn About Influence? 

Rhetoric 
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Why Is Influence a Content Issue? 

Influence requires  

•  the right content  

•  for the right users 

•  in the right forum (channel) 

•  at the right time. 
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4 PRINCIPLES FOR CONTENT 
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1. CONTEXT 

Content Science Decision 

Users 

Brand 

Timing 

Forum 
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Travelers’ Health Website 
“Destinations” Content 

Users International travelers 

Brand CDC 

Timing Critical: Before a trip 
Ideal: During + after a trip 

Channel / Forum Website (eventually mobile) 

Decisions to Influence Critical: Whether to get vaccinations 
Ideal: Whether to take other precautions 
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Do I really need to 
get shots? 
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Testing Found Issues of Influence 
Understanding + Trusting 

Travelers…. 

•  Misunderstood their risk level. 

•  Did not trust that the content was specific to the destination. 

•  Were distracted by "Travel Notices” as urgent news. 

Acting 
Travelers…. 

•  Were confused about which vaccinations they really needed.  

•  Did not want to get lots of shots. 

•  Were unclear about what to do next. 



 content science © copyright  2010. all rights reserved.  24 

2. FRAMING 
    Guide attention.  

Photo by Katie Ferguson 
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Before After (Concept) 

Which version better frames the decision? 



 content science © copyright  2010. all rights reserved.  26 

3. CREDIBILITY  
     Be trustworthy + likable. 
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CDC has clout as a source. 
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The content itself  has to be credible, too. 

Content Quality Checklist: 
http://content-science.com/expertise/content-quality-checklist 

Both easiness to locate and 
understandability of health 
information are positively related to 
trust in online health information. “ 

“ 
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Before 

Which version is more trustworthy + likable? 
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4. OPPORTUNE MOMENT 
     Call to action or next step. 
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* Tested Concept 

Which version better leads to action? 
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3 STEPS TO START TOMORROW 
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1. Add a decision to a persona. 
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2. Pick a principle. 

Framing 

Credibility 

Opportune Moment 

More Principles + Examples: 
content-science.com/clout 



 content science © copyright  2010. all rights reserved.  35 

3. Try it out.  

Try 

Test Tweak 
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SUMMARY 
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Americans turn to your content 
more now than ever. 
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Turn your content into a 
trusted advisor. 
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QUESTIONS? 

COLLEEN JONES 
@leenjones   

 #govwebcon 


